Today's global marketplace involves an accelerating level of competition. The general maturation of markets, combined with the accelerating elimination of international trade barriers, has dramatically increased the number of competitors, as well as the number and size of potential markets (Cannon & Yaprak, 1998) . All indications are that these trends will continue. The fall of the former Communist bloc in favor of a more democratic political structure and a more market-based economy is a sign of the times, as is the general movement toward deregulation, privatization, and the reduction of tariffs and restrictions in more traditional economies. Because of these new, interlinked, and relatively free markets, companies must be efficient to survive or to capitalize on the new opportunities being offered.
This new situation requires a reorientation of those who market their firm's products and services. Fortunately, companies have access to a growing number of training sources. These include training consultants, in-house training organizations and programs, conventional colleges and universities, and an increasing number of professional books, Internet courses, and other forms of self-instruction.
In this environment, computer-assisted simulations and expert systems will play a potentially critical role in giving managers a competitive edge. In the area of education and training, many international business simulations (Cotter & Fritzsche, 1995; Keys & Wells 1997; Thorelli, Graves, & Lopez, 1995; Wolfe, 2000) and marketing simulations (Chapman, 1993 (Chapman, , 1997 have been developed for this purpose. Similarly, researchers have developed expert systems-computer-based decision support systems-that apply principles of artificial intelligence to international marketing decisions (e.g., Cavusgil & Evirgen, 1997; Evirgen & Cavusgil, 1994; Ozsomer, Mitri, & Cavusgil, 1993; Ram & Ram, 1996; Rangaswamy, Eliashberg, Burke, & Wind, 1989) . These expert systems also offer tremendous potential for education and training (Arbogast, 1998) .
Expert systems are particularly intriguing because they provide a computer-based mechanism for making relevant expertise available to nonexperts (Evirgen & Cavusgil, 1994; Luconi, Malone, & Morton, 1986; Rangaswamy et al., 1989) . Although competitive business decisions are becoming more complex, the expertise required to make them is also more readily available in society. The problem is in getting the right information to the right people at the right time. Expert systems provide an excellent vehicle for making accumulated expertise available to decision makers. The relatively low cost of computer storage means they can accommodate large amounts of information. More important, the algorithms through which the information is accessed facilitate the selection of those bits of information that are truly useful.
From an educational perspective, the use of expert systems is especially exciting. One of the most challenging things modern management students must learn is how to sort through the overwhelming body of information that is available to select what they really need. An expert system potentially serves two functions:
1. It teaches them what kinds of information experts consider useful for a given problem. 2. It teaches them a process, which presumably will be transferable across decision applications.
The purpose of this article is to present the design of an expert system for decision support to help students analyze case studies involving alternative strategies for entering foreign markets. It describes an experiential learning approach in which students are confronted with a set of detailed case studies involving actual or hypothetical companies that are considering international trade. To help students solve the cases, the approach uses a computerized expert system called the Market Access Planning System (MAPS) through which students can produce a comprehensive plan for international market entry.
MAPS is a computer-based decision support system that guides students through their research and analysis of case studies. We begin by describing the basic structure of MAPS. We conclude by describing how it can be used by international business students to structure their learning regarding international market entry strategies.
An Overview of MAPS
MAPS is an expert system designed to work on a standard IBM-compatible Windows system. It provides support for decisions regarding foreign market entry and is sufficiently detailed for its use in both academic and business environments. MAPS incorporates information and principles from a host of different sources to provide a comprehensive evaluation of success potential for various international marketing approaches. MAPS helps students and inexperienced export managers to identify critical information needs and use this information for more effective decision making.
MAPS is a decision support system, not a database. The use of MAPS represents a special case of experiential learning method. This structured expert system prompts users regarding what questions they should be asking in a given market entry situation. They then do their own research, formulate their answers, and enter them into the system.
MAPS addresses three kinds of decision support processes: company readiness assessment, target market assessment, and marketing readiness assessment. The answers resulting from these assessments lead to recommendations regarding the user's entry-mode decision. In other words, MAPS addresses decisions regarding which markets to enter and how to enter them. It identifies the ingredients of successful and effective business planning such as the identification, evaluation, and selection from a set of decision alternatives. It performs a strengths, weaknesses, opportunities, and threats (SWOT) analysis and subsequently lists a number of entry strategies that could be employed.
Suppose, for example, that a company is ready for an international business commitment. The company must now make such strategic decisions as to which country market to enter, how to enter that market, and whether to adapt the product or service according to the market's needs. It must then make decisions about setting up the appropriate type of partnership, selecting distributors and freight forwarders, evaluating the performance of expatriate personnel and foreign subsidiaries, and establishing legal contracts and pricing policies to fit the target market.
To visualize the kind of information included in MAPS, consider the more general expert system shell from which it was developed. The shell is called CEVAL, for candidate evaluator (Mitri, 1995) . It incorporates a number of general information categories that, in turn, provide the structure for MAPS. In this context, "candidates" refer to decision alternatives available to the user. As suggested above for MAPS, candidate evaluation addresses the suitability of candidate companies for the market entry strategy considered most appropriate. Company characteristics are usually well known to the user, so CEVAL easily prompts the user to enter the relevant characteristics for a given situation. In contrast, country characteristics may not be well known, and the user will need to research them to address CEVAL's prompts. Thus, CEVAL provides a structured environment to guide users' research activities.
Evaluation criteria. Evaluation criteria consist of a hierarchical set of criteria containing rating by importance. By hierarchical, it is meant the system contains
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categories and subcategories involving increasing levels of detail. For instance, a criterion for evaluating licensing as a candidate method for market entry might be company characteristics. At the next and lower, more detailed level, it might be the availability of resources, and below that, company size. These characteristics would be relatively important as a criterion because licensing gives the company a low level of control, but it is relatively inexpensive, thus making it more appropriate for companies with low levels of resources.
Evaluative questions. These are multiple-choice questions that score candidates in their performance of the criteria. For instance, in the case of company size, the system would prompt the user to indicate whether the company has 1-10 employees, 11-50, 51-100, and so forth.
Interpretation fragments. These are text paragraphs based on criteria ratings that combine to form a report of recommendations to the user.
Plans.
A plan is a decision alternative for a particular candidate. Plans are ranked from least promising to most promising, together with an analysis of the reasons for the evaluations.
Hypertext tutorials. These are written descriptions that help the user gain insight into the reason for a recommendation.
Using MAPS in Case Analysis
Although there are many experiential learning models and theories, Kolb's (1982) experiential learning model provides a useful framework for understanding how MAPS affects student learning. Figure 1 summarizes the manner in which MAPS would be used in a classroom, case analysis environment. Figure 2 reveals how the student's experience with MAPS can be seen in terms of Kolb's four-phase experiential learning model: active experimentation (AE), concrete experience (CE), reflective observation (RO), and abstract conceptualization (AC) (Herz & Merz, 1998; Saunders, 1997) . According to the theory, "new skills, attitudes, or knowledge are achieved through confrontation among the . . . previous . . . four modes of experiential learning. . . . To learn effectively, the learners have to go through all four phases or experiential learning" (Herz & Merz, 1998, p. 240) .
Students would be given a case study describing either a fictional or real company and the product or service that the company provides, together with one or more potential target countries to which the company may want to market its product or services. The case should be written in such a way that the characteristics of the company and its product can be found by careful reading of the text. It should include as the target markets countries for which a significant amount of information is available from the
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school's library system or other accessible resources. This is Kolb's AE phase, as users are actively gathering data and experimenting with the model's use of the data.
After a careful reading of the case, the student will run MAPS and begin to answer questions related to MAPS's SWOT analysis. The questions will guide the student to look for pertinent information in the case's text or in other resources related to target countries. The student must do significant research, particularly in target market analysis, but is guided in this effort via the MAPS structure (the CE phase).
As a result of the SWOT analysis, MAPS presents an overall evaluation of the company, its product, and the target market. Then, MAPS will produce a ranked list of potential strategies for entering the target market entry modes based on the results of the SWOT analysis. Students can then review these entry modes to learn what they involve and the reasons that they may be appropriate of inappropriate given the company and target market (the RO phase).
The MAPS results can be collected in digital or hard copy form and turned into the instructor for review and evaluation. In addition, different students' or teams' results can be compared to illustrate the commonalties and/or differences in their assessments of the company and market (the AC phase). Using MAPS in case analysis involves human interaction (i.e., with the instructor and other students), derivation of implications, confrontation of ideas, and potential enforcement of strategies.
Note that the use of MAPS represents a special case of experiential learning technology. Learning through MAPS tends to be concentrated on the phases of CE and RO. MAPS can potentially provide the opportunity to move through the complete cycle of experiential learning with varying degrees of involvement from the part of the students/users as readers/explorers (AE) to the role of observer (RO) and from specific involvement as researchers (CE) to general analytic deconstruction through the evaluation process (AC).
SWOT Analysis in MAPS
The SWOT analysis phase provides input needed for selection of the appropriate entry modes for the company. MAPS assists in this by guiding the user through a series of multiple-choice questions regarding the major factors relevant for international market entry. Major factors include company, target market, and product and marketing characteristics interacting with each other in the global environment (see Figure 3) . Each of these is a CEVAL evaluation criterion and is composed of other subcriteria. The company, target market, and product and marketing characteristics are divided into 5, 12, and 3 characteristics, respectively, as displayed in Figure 3 . Thus, MAPS presents students with a structured set of overall market entry conditions relevant for selecting an appropriate foreign-market entry mode. For example, the company characteristics are composed of Available resources, which consist of (a) company size, (b) ownership, (c) current net income, (d) current retained earnings, and (e) return on assets.
Risk taking and commitment, which consist of (a) current management attitude, (b) current employee attitude, (c) projected financial outlook, (d) human resources allocation, and (e) international business plan development.
Management experience, which can be viewed in terms of (a) work and living experience outside home market, (b) international transaction experience, (c) number of people fluent in host language, and (d) host country government contact.
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Desire for control, which can be seen through the lens of (a) desire for strategic control, (b) level of ownership desired for market, (c) desired operational management control, (d) desired control over technology, and (e) desired control over manufacturing.
Organizational culture, which can be seen in terms of (a) management style, (b) organizational and management flexibility, (c) priority setting, and (d) decision-making process.
The target market characteristics are composed of Political characteristics, which consist of (a) political stability, (b) regime style, and (c) political risk. importance of economic assistance and incentives, and (f) level of economic assistance and incentives.
Legal characteristics, which can be seen in terms of (a) intellectual property protection; (b) ownership laws and regulations, (c) contract laws regarding sales, agents, and so forth; (d) labor laws; (e) local content requirements; and (f) environment regulations and standards.
Taxes, which consist of (a) corporate tax rates, (b) individual tax rates, (c) tax treaties for companies and individuals, (d) value-added taxes, (e) tariffs/duties, (f) surcharges, and (g) taxes on dividends.
Financial characteristics of the market, which consist of (a) repatriation of capital earnings and (b) availability of local credit.
Transportation characteristics, which can be seen in terms of (a) types available, (b) extensiveness, (c) reliability, (d) cost, and (e) distribution channel.
Communication characteristics, which consist of (a) mail and packages and (b) telecommunications.
Cultural environment, which can be seen through the lens of (a) business/personal customs, (b) management styles and practices, (c) interpersonal interactions, (d) ethics/morality of business, (e) market receptivity, (f) percentage of host people speaking English, and (g) ease of learning host country language(s).
Production characteristics can be seen in terms of (a) trade secrets, (b) local supplier scope/strength, (c) availability of skilled workers, (d) availability of professional talent, (e) availability of natural resources, (f) availability of utilities, and (g) relative cost of producing in host country(ies).
Market characteristics can be seen in terms of (a) market size, (b) market segmentation, (c) meet existing need or create new need, (d) market hub capability, (e) marketing support service availability, and (f) methods of distribution available.
Customer analysis, which can be done in terms of (a) demographics and psychographics, (b) purchasing power, and (c) decision-making process.
The product and marketing characteristics are composed of Industry trend analysis, which is constituted of (a) home market characteristics and (b) global market characteristics.
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Product analysis, which can be seen in terms of (a) level of home government export control, (b) level of home government export support, (c) product labeling and packaging regulations, (d) degree of product differentiation, (e) new product development, and (f) after-sales services requirements.
Competitive analysis, which is constituted in terms of (a) number of competing firms already present, (b) availability of competitive products and products substitutes, (c) targeted share of home/global market, and (d) order of entry into market.
Marketing characteristics can be identified in terms of (a) buyer behavior, (b) influential advertising and promotions, (c) brand recognition, and (d) cost of producing and promoting product.
Student's Interaction With MAPS
As we have noted, the presentation to the students is based on multiple-choice answers to evaluative questions related to the 20 criteria described above. This provides a user-friendly interface that facilitates the case analysis. As the user progresses through the question-and-answer process (Figure 4) , his or her responses to the questions cause the assignment of quantitative scores and qualitative ratings to the evaluation criteria ( Figure 5 ). Each question is also provided with explanations and hypertext linkages, should the student not be familiar with some terminology (Figure 6 ). Similarly, the final rankings and ratings are accompanied by explanations of the reasoning (Figure 9 ).
In addition, users can enter comments regarding their answers to a question (as illustrated in Figure 7 ). This provides a feedback mechanism that enables the instructor to ensure that the student is giving full consideration to the questions. As a result of the question-and-answer process, a report is generated that shows the quantitative scores and qualitative ratings, together with detailed interpretations of the results of the SWOT analysis.
Entry Mode Selection
Along with assessing the strengths and weaknesses of the company, and the opportunities and threats associated with the target market and product/marketing characteristics analysis, the SWOT serves as input for establishing the most appropriate strategy for entering the target market. We refer to this as entry mode selection. The different entry modes are implemented via CEVAL's planning feature. These entry modes (plans) include various export types (through trading intermediaries, distributors, or directly to customers); licensing, franchising, or contracting; various partnership arrangements (e.g., joint ventures); or wholly owned subsidiaries or manufacturing facilities. Each of these entry modes has certain factors that support it as an option and 
Summary and Conclusions
This article described an experiential learning approach that combines cases involving actual or hypothetical companies that are considering international trade. This was combined with a computerized expert system called MAPS through which students can produce a comprehensive plan for international market entry. MAPS is a computer-based decision support system that guides students through their research and analysis of the case studies. We began by describing the basic structure of MAPS. We then described how it could be used by international business students to structure their learning regarding international market entry strategies.
MAPS is sufficiently powerful to address the needs of actual companies. However, when used in an educational setting, it teaches students the principles incorporated within the system, thus enriching their knowledge of export marketing. Its educational features include context-specific tutorials and descriptions of the relationships between concepts through hypertext links. In this sense, it provides many of the same benefits as a conventional textbook, or as library research, but in a much more applied and memorable setting.
One of the advantages of the MAPS approach is its ability to incorporate an ever-increasing range of knowledge and principles. By testing it against new cases, and incorporating the output of new research findings, the system can continually increase its usefulness. By repeated use, students can continue to increase their mastery of the principles involved in market entry strategy. Furthermore, the underlying CEVAL system is not limited to the market entry decision. MAPS, then, can be expanded to address other international marketing decisions, ranging from such diverse topics as product strategy to cross-national segmentation, pricing, and the like. It can also be adapted to the needs of particular companies or industries, tailoring programs to address more specific bodies of international marketing expertise. Because it is computer based, it can be easily applied in training programs in virtually any part of the world.
Note that MAPS is not intended to replace classroom discussion. It is a tool for increasing learning efficiency. By immersing students in actual market entry decisions under the tutelage of the MAPS program, they bring a much richer experience to the classroom, having actually made and received initial feedback on their decisions. The instructor, then, can lead a discussion regarding the logic of the criteria they used rather than having to focus on learning what the criteria are.
